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                                         Abstract 
 
 
Service quality is very important factor to study in order to understand 
the correct approach of logistics and supply chain in order to offer 
servitization. It is equally important for organizations as well as 
researchers to understand how to evaluate WKH FRQVXPHU¶V SHUVSHFWLYH
and translate them into actual service delivery in order to attain maximum 
customer satisfaction. The primary purpose of servitization is to attain 
maximum customer satisfaction. The main purpose of this particular 
research is to study the SERVQUAL model in context to automobile 
industry and evaluate the perception and expectation of service in context 
to servitized products. Self-compiled questionnaire from SERVQUAL 
instrument was created into two types. One was used to collect the 
opinion from consumers of a particular case company and to understand 
their perspective of service quality offered. The other was used to collect 
the opinion of the employees from the same company in order to 
understand their view on quality of its servitized offering. From the 
analysis carried out through SERVQUAL model it was found that service 
quality of servitized products is at moderate level. The data collected 
showed the gap between perceived and expected level of service quality 
in context to automobile industry. The findings of this dissertation suggest 
that the logistics and supply chain approach of the servitization in 
automotive sector is pretty good in Indian subcontinent but it needs 
development in some of the key areas. This dissertation contributes in 
further development of service quality concept in servitized environment 
and its result and implications can be used as guiding tool for 
management and adaptation of servitization in automobile industry. 
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Chapter 1. Introduction  
 
1.1 Background of the research  
Automobiles have become our daily necessity. Its importance, use and its 
need is becoming more and more visible in the world. The industry itself is 
evolving on almost daily basis and still shows signs of tremendous growth 
in coming future. The automobile industry has gone many changes over 
the years due to changing technology and changing characteristics of 
consumers. The automobile industry particularly in India is a sun rising 
industry and therefore quality of the product and service offered in that 
particular sector will play a key role in its future development. Due to 
daily developing technology and cut throat competition the automobile 
sector is striving hard to offer better product and service to their 
customers in order to achieve maximum customer satisfaction. 
According, to Gummesson, (1994), there has been a shift from the focus 
on goods without much emphasis on services to a focus on services 
though paying attention on the goods. Quality product alone is not 
VXIILFLHQWLQFRPSHWLQJLQWRGD\¶VPDUNHWVFHQDULR7KHTXDOLWy of product 
along with the high service quality determines how well a company can 
satisfy its customers. Consumers are becoming more and more aware of 
the quality of service that is being offered making them more value 
oriented. Therefore it is very important to determine service quality and 
how consumers perceive it in order to provide maximum customer 
satisfaction. While evaluating, what consumers are getting in comparison 
to what the provider is providing the areas that needs improvement can 
be highlighted effectively. In order to carry out such evaluation firms 
needs to know that to what level the quality of service offered by them is 
reaching to their respective customers. 
In order to see that particular gap I found the SERVQUAL model to be 
most appropriate with some minor changes. This particular model was 
apparently not used in automobile sector till date to evaluate the service 
quality. Through SERVQUAL model I would be able to evaluate what firms 
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1.2 Case Company: 
Indian automotive industry is one of the sixth largest automotive 
industries in the world in terms of total number of vehicles produced in a 
year. The industry operates in mainly two segments product and services, 
to support the product. Since in context to the dissertation the strategy of 
servitization involves the delivery of service component while delivering 
the product therefore management downstream automotive supply chain 
becomes critically important. In marketing literature the product lifecycle 
is very well represented and the service supply chain was not well 
represented due to manufacturing origin of supply chain concept. Since 
automotive industry is a manufacturing industry so the supply chain 
looking for service end was considerably overlooked than product supply 
chain. In order to evaluate the service supply chain in automotive industry 
an organization needs to be considered as a sample to have a overview of 
the present scenario in automotive industry. Therefore the case company 
for the dissertation selected is Mahindra & Mahindra. 
 
The Mahindra & Mahindra founded in 1945 as a steel trading company 
entered automotive sector in 1947 by manufacturing welly jeeps in Indian 
subcontinent. Presently its around 16.2 billion US dollar worth company 
employing more than 155,000 people in over 100 countries. The of the 
company operates in the field of aerospace, aftermarket, agribusiness, 
automotive, components, construction equipment, consulting services, 
defense, energy, farm equipment, finance and insurance, industrial 
equipment, information technology, leisure and hospitality, logistics, real 
estate, retail, and two wheelers under the flagship named as Mahindra 
rise. Globally Mahindra operates as a truck company in USA along with 
supply of key components to prominent companies. It sells tractors in 
Chile and Brazil in addition to electric and diesel cars to central and south 
America. It also provides defense vehicles to government of Guyana with 
its defense products company, Defence Land Systems. In Australia it 
provides aerospace, automotive and farm equipment through Gipps 
Aero and Aerostaff Australia. In European region mahindra holds one of 
the largest deployed fleets of electric cars under the mahindra Reva brand 
 7 
and is a major supplier of truck in Serbia, Turkey, and Macedonia. In UK 
Mahindra special services Group operates from London and Waldorf 
offering corporate security in risky business environment. Bristlecone, 
0DKLQGUD¶V supply chain consulting and business process outsourcing firm, 
operates from Germany and the UK serving the needs of Unilever, BP, and 
Nestle. Mahindra supplies tractors to Iran, Syria, and the United Arab 
Emirates in the Middle East and Nigeria, Mali, Chad, Gambia, Angola, 
Sudan, Ghana, and Morocco in Africa. 
 
0DKLQGUDDQG0DKLQGUDLV,QGLD¶VSUHPLHUXWLOLW\YHKLFOHFRPSDQ\IRUPRUH
WKDQ  \HDUV ,WV SURGXFW UDQJHV IURP WZR ZKHHOHUV WR 689¶V VFKRRO
buses to heavy trucks. The manufacturing division produces around 3.2 
million vehicles per year ranging from 0.75-ton maxximo to 49-ton 
mahindra Navistar truck. In todays scenario it is arguably the best 
manufacturers of SUV (sports utility vehicle) and accounts for about half 
of the total market share. In terms of services it offers maintenance and 
repairs, customization, providing spares along with manufacturing and 
engineering. Mahindra entered aftermarket industry in 1999 to offer pre-
owned cars in India and is presently in expansion state in USA and Europe 
through its division Mahindra first choice wheels. Aftermarket services are 
extended in terms of financing and exchange platform, building and 
providing maintenance service through Mahindra first choice services. It 
holds around 40% market share of tractor used in rural and semi-urban 
area a source of transportation of people and goods. In agribusiness it 
provides services ranging from seed supply to crop care to distribution. 
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1.3 Development of the research 
 
The dissertation was carried out and completed within a period of three 
months. The research started with the development of proposal. The 
proposal highlighted basic concept of servitization and supply chain along 
with the overview of methodology and the plan. Then the research was 
further developed with literature review along with identifying the 
research gap. The research gap obtained helped in developing the 
research question. Further in the dissertation the methodology that can be 
used to process the research question was researched and discussed. 
Then through identification of SERVQUAL elements questions were 
designed to conduct survey from the customer as well as employees of 
the case company. The obtained data was further analyzed through 
spreadsheet and the result achieved was further discussed. 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Proposal development 
             Literature review 
Development of Research 
question 
Developing questionnaire 
Identifying Research methods 
Identification of Research Gap 
Conducting Customer survey 
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Chapter 2. Literature Review 
 
2.1 Introduction 
In this chapter the concept of servitization its elements and the theories 
related to the quality, in context with the dissertation will be discussed. 
Traditionally product and services were considered two different modes to 
do business but with rapid industrialization manufacturers started selling 
product and services together. Companies like DELL and IBM are 
considered pioneer in adopting such strategy. In this chapter the role of 
customer satisfaction in servitization and need of evaluating service 
quality achieved through it will be discussed through various articles, 
journals, and publications. 
 
2.2 Definition of servitization 
In the late 20th century when economy was becoming more service and 
technology oriented, focus was shifting from selling to satisfaction. In 
Conducting Employee survey 
Analysis of Data 
Discussion and conclusion 
                                     Figure 1 
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accordance with this trend, modern organizations focused on providing 
WKHLUFXVWRPHUVZLWKDPDUNHWSDFNDJHRU³EXQGOHV´WKDWQRWRQO\LQFOXGHG
the product but also a combination of service, support system and 
knowledge. This process led to the industries and firms experiencing a 
shift in their main business operations and revenue generation 
(Vandermerwe and Rada, 1988). Vandermerwe and Rada (1988) hence 
FRLQHGWKLVVKLIWVWUDWHJ\DVWHUP³6HUYLWL]DWLRQ´,Q7HOOXV,QVWLWXWH
described this period as the materialization of product-based services that 
blurred the line between traditional activities of manufacturing and service 
sector. It was described as a process that adds extra service components 
to the main products (Verstrepen and van Den Berg, 1999), a combined 
bundle of goods and services (Robinson et al.,2002) and also a trend 
where more services are offered than products by a manufacturing firm 
(Desmet et al.,2003). Further research described it as a strategy whose 
purpose was to change the perception of market regarding the 
functionality of a product (Lewis et al., 2004). Finally, it came to be 
described as a combination of all of the above. Ren and Gregory (2007) 
described it as a process where manufacturing companies change their 
strategies to gain a competitive advantage and improve the compDQ\¶V
performance by developing and providing better services so that 
customers attain maximum levels of satisfaction.  
On a slight deviation the strategy of servitization was given a form of 
functional product offering and was described in terms of PSS (Product-
service System). The concept of PSS is a special case of servitization 
(Baines et al., 2007). PSS or servitization is more or less same concept as 
both are an integrated combination of product and service. PSS constitute 
of both tangible products and intangible services that are designed and 
FRPELQHG LQ D ZD\ WKDW IXOILOOV FXVWRPHU¶V VSHFLILF QHHGV %UDQGVRWWHU
2003). PSS and servitization are considered as balancing element on the 
line where product lies at one end and service on the other. Competitive 
advantage that was earlier sought from production or process innovation 
has shifted to integration of value added services with the core offering, in 
D PHWKRG NQRZQ DV ³6HUYLWL]LQJ´ /RFNHWW HW DO  7KLV VWUDWHJ\
derived attention of manufacturing companies that began treating service 
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component as important factor to boost their sales. Corporations were 
therefore advised to focus on selling integrated solutions or PSS (Tukker 
and Tischner, 2006). PSS was further linked with servitization as an 
integrated combination of products and services that deliver value in use 
%DLQHV HW DO  6HUYLWL]DWLRQ LV WKH LQQRYDWLRQ RI RUJDQL]DWLRQ¶V
capabilities and processes to better create mutual value through a shift 
from selling product to selling PSS (Baines et al., 2009). Neely (2008) 
VWDWHV WKDW VHUYLWL]DWLRQ LQYROYHV WKH LQQRYDWLRQ RI DQ RUJDQL]DWLRQ¶V
capabilities and processes in order to create mutual value through a shift 
from selling products to selling product-service-systems. In past research 
and literature the phenomenon of integrating product and service offering 
has taken its form in terms of servitization, PSS(Product-service System), 
integrated solutions (Brax and Jonsson, 2009; Davis et al., 2007; 
Windahl, 2007; Davies, 2004), going downstream (Wise and 
Baumgartner, 1999), winning in the aftermarket (Cohen et al., 2006) and 
new manufacturing (Marceau et al., 2002). Servitization encompasses two 
GLVWLQFW HOHPHQWV RI FKDQJH 7KH ILUVW LV WKH VKLIW WR ³XVHU¶V SURFHVV
oriented services from product-oriented services. This focuses not only on 
the correct functioning or customer usage of the product but also pursues 
WKHHIIHFWLYHQHVVDQGHIILFLHQF\RIWKHFXVWRPHU¶VSUDFWLFHVZLWKUHODWLRQWR
the product. The second shift is in the nature of customer interaction that 
has shifted from being transactional to relational. This is the shift from 
selling products to establishing and maintaining relationships with 
customers (Lockett et al., 2011). This is the shift that thus focuses on 
efficiency and effectiveness of the FXVWRPHU¶V requirements rather than 
just the proper functioning or usage of the product.  
 
 
2.3 Elements of Servitization 
 
Servitization or PSS both consist of two distinct element, product and 
service, which deliver value to the customer. Products are tangible objects 
that exit in both time and space; services consist solely of acts or 
process(es), and exist in time only. Services are rendered; products are 
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possessed. Services cannot be possessed; they can only be experienced, 
created or participated (Shostack, 1982). A set of mapped functional 
elements of the product along with the basic components and the 
specification of the interfaces among the interacting physical components 
form the structure of the product (Ulrich,1995).  
Services in general refer to a large and very varied set of activities 
(Hytonen, 2005). In early years of marketing and business it was believed 
that services could be sold based on the relationship after the sale of a 
product for a long period of time. This has now changed to a deliberate 
and precise strategy where totally integrated products or service offerings 
differentiate themselves with the additional service included(Baines et al., 
2009).  
Organizations are realizing the importance of considering services as an 
add-RQWRVHUYLFHVDV³YDOXH-DGGHG´IHDWXUHRIWKHSURGXFW*HEDXHUDQG
Friedli (2005). The drivers of servitization are the desire to create value-
adding product, which have long life cycle through supported services and 
a strategy to defend from competition on grounds of price. Due to 
cutthroat competition manufacturing companies have to look beyond their 
manufacturing capabilities. New guidelines for production and support 
operations that act as the principles, structures and processes are 
required by a manufacturer to succeed in their servitization (Oliva & 
Kallenberg, 2003). The biggest concern for manufactures is the 
integration of products and services. The most effective strategy for 
meeting the continuously changing customer needs and creating value for 
them is by offering integrated products and services (Park and Lee, 
2009). The main question that remains for manufacturing firms is to find 
the most productive combination of product offering with the services that 
satisfy the customers the most. The trend that is being justified here is 
the evolvement of manufacturing firms from not only providing goods but 
integrating it with services to provide better solutions or functions.  
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2.4 Servitization and Supply chain 
Servitization has created new business opportunities for manufacturers. 
They can now add extra services in the supply chain or perform activities 
themselves that were previously done by customers or they can introduce 
adjacent chains (Sawhney et al., 2004). Due to the different 
interdisciplinary processes that are arising, companies have to bring a 
drastic change in their operations that affect not only the product that is 
developed but also their logistical structure and service operation 
(Almeida et al.,2008). If the organization wants to adopt a particular 
strategy then in order to carry out its plan effectively a parallel system 
should be created to incorporate the new requirements keeping its day-to-
day process running. Effective servitization requires the coordination of 
manufacturing systems, maintenance systems, spare parts supply 
systems, logistics systems, and so on (Slack et al., 2004). This leads to a 
point that in order to achieve the exact goals of servitization various 
departments or nodes of business needs to have proper flow of 
information between each other. 
(OOHDPGHILQHGVXSSO\FKDLQPDQDJHPHQWDV ³DQHWZRUNRI ILUPV
interacting to deliver product or service to the end customer, linking flows 
IURP UDZ PDWHULDO VXSSO\ WR ILQDO GHOLYHU\´ 7KHUHIRUH HIIHFWLYH
servitization requires proper management of supply chain where 
integration of material and information flow could be managed through 
effective deployment of logistics services. The supply chain management 
of servitized products deals with the management of information, 
processes, capacity (people, equipment and facilities), products, services 
and funds from the earliest supplier to the ultimate customer (Johnson 
and Mena, 2008). According to Baines (2009), providing a range of 
competences that provide complete solution to the customer should be 
the focus of servitization. If the manufacturing and service delivery 
system are not coupled properly it results in a myriad of issues and 
challenges. Increasing the array of services offered by a manufactures is 
servitization (Ward and Graves, 2005) whereas the overall goal of a 
VXSSO\ FKDLQ LV WR ³PLQLPL]H WRWDO SURGXFWLRQ LQYHQWRU\ DQG
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transportation costs and satisfy service level requiremHQWV´6LPFKLHWDO
2003). 
The current important enablers of servitization are the new information 
and communication technologies that keep getting constantly upgraded 
(Neely, 2008). Another requirement of servitization is a system that can 
respond to real-time information. This requires deployment of resources 
that are inclusive of people, equipment and spares (Johnson and Mena, 
2008). The process of providing integrated solutions requires not only 
internal co-operation but a more extensive xo-operation with the external 
environment that includes the business networks such as customers, 
suppliers of similar products or research institutions (Matthyssens, 2008). 
For providing servitization external relationships with suppliers and 
FXVWRPHU¶V QHHGV WR EH FRnfigured properly, as supply chain literature 
suggests closer interaction and collaboration between supply chain 
members is necessary (Pagell, 2004) in order to provide a customer-
specific packages. The approaches and the trend towards development of 
PSS can be outlined as follows: the sale of the product usage rather than 
WKH SURGXFW FKDQJH RI VRFLHW\ WRZDUGV D ³OHDVLQJ VRFLHW\´ VHUYLFHV WR
substitute goods and the change of attitude of society from a throw-away 
society to a repair society (Baines et al., 2007). Such approach is basically 
for the product having long life cycle, which can be maintained over years 
with proper physical distribution, after-sale service and technical 
assistance. Integrating the supply chain refers to efficient delivery of 
reliable products and services at viable prices and least logistical 
difficulties (Treacy and Wiersema, 1993). It is also important that 
integration is done in a way that its benefits can be translated into 
operations that are appreciated by its end users in terms of product 
quality, delivery reliability and flexibility of process (Rosenzweig et al., 
2003). 
 
2.5 Customer satisfaction role in Servitization 
For effective deployment of servitization, manufactures should have the 
realistic expectations of the customers, which could be translated further 
into higher satisfaction rate. Customers are buying a guaranteed solution 
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for trouble free operation (Davies, 2006) where relationships within the 
delivery network play a key role (Windahl & Lakemond, 2006). A key role 
is played by the relationship between the company and the customer for 
effective design and implementation of servitization. Robinson et al., 
(2002) states that servitization strategy reduces the distance between 
company and its customer. Manufacturing companies need to have early 
insights into the tastes of the consumer, their preferences and buying 
habits on a regional classification. Such integration of customer needs will 
play a critical role in both creating consumer preferences for goods and 
services and satisfying them. Manufacturing companies have developed 
their offers by adding more and more services directly linked to products 
in order to help the implementation of the product for the customer (Cova 
et al., 2000). The motive of providing service is not just to help its 
functional characteristics, but to assist the customer in utilizing the 
GLIIHUHQWSURFHVVHVXVHDQGFRPIRUWDVVRFLDWHGZLWKDVXSSOLHU¶VSURGXFW
Gebauer et al. (2004) argues that manufacturers move away from 
product-related services by extending their service offerings with 
customer-supporting services; this changes the focus of value proposition, 
as the product is no longer the center of the offering, but just a part of it.  
Price is no longer a competitive factors for the manufacturing companies; 
whereas customer satisfaction and product quality and support are 
becoming the grounds on which the firms can have edge over the others. 
Vickery et al., (2003) established that there is no direct relationship 
between supply chain integration and financial performance of a company, 
although a direct positive relationship exists between supply chain 
integration and customer service performance. In todays selling 
environment customers are looking more on the type of service 
accompanied by the product therefore manufactures are too trying to 
leverage their knowledge and resource in order to expand their service 
offering. Gebauer and Friedli (2005) stated that product manufactures 
earn the highest profit margin when they compete through services. 
Therefore type and quality of services that needs to integrated and 
collaborated with the product will have its pros and cons. The primary 
goal of service is not just to make the product work, but also to help the 
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customer optimize all different processes, actions and strategies 
DVVRFLDWHGZLWKD VXSSOLHU¶VSURGXFW7KHUHIRUH WKH VHUYLFHRIIHUHGDORQJ
with product should fully target to achieve maximum level of customer 
satisfaction attainable. 
 
Therefore it is right to say that organizations have to develop the products 
along with adding more and more service to it in order to make it more 
usable for consumers increasing overall experience of the customer. 
Services are the only element that could make the products of 
manufacturing companies stand out in the market highlighting the added 
value attached with it. Manufacturer can attain maximum level of 
customer satisfaction by adding services to its value chain as by providing 
the valuable service along with the product the manufacturer is taking the 
responsibility of activities that were earlier performed by customer. 
Holmstro et al.,(1999) provide similar opinion that the addition of services 
and proper management of services provided along with the product 
produces value for the customer achieving maximum customer 
satisfaction. Customer satisfaction is totally depended upon the level of 
service quality provided by the organization (Saravanan & Rao, 2007) that 
is identified through costumers overall experience (Cicerone et al., 2009). 
 
 
2.6 Servitization in Automobile Industry 
 
Servitization in form of product related maintenance and services in the 
automobile industry goes long back in the history with the origin of 
manufacturing automobiles and its support products. Many companies in 
the automotive industry have realized that product based differentiation is 
not sufficient and have hence found enormous opportunities in the service 
segment as competition was getting tough (Hovarth & Partners, 2007). 
maintenance and repair, insurance, finance, lease, experience centers, 
test drives, sales consulting and such are the different classifications of 
services that exist in the automotive market. Mobility creating, supporting 
and extending are some services that have been brought to light by Diez 
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(2000). It has been observed that the traditionally technology-oriented 
automotive industry has transited to service-based business or have 
infused services in their operations (Godlevskaja et al., 2011). This has 
been especially seen in the luxury car segment that has been constantly 
evolving the scope of their services. After-sales repairs and maintenance, 
finance and insurance services are all supplemented into service bundles 
(Godlevskaja et al., 2011). Automobile industry has to look after the 
delivery of spare parts as well as the maintenance service for whole 
lifecycle of the product. Therefore delivering the required service in form 
of spare sales and maintenance to keep the product running takes the 
form of servitization in automobile industry. 
 
2.7 Quality: 
As servitization is form of delivering service while providing product 
therefore evaluating and understanding the quality standard becomes 
very important. Special emphasis should be given to attain high level of 
service quality while delivering it as an added value with the product 
along with maintaining high standard of product quality. The term 
³4XDOLW\´ KDV EHHQ GHULYHG IURP D /DWLQ ZRUG ³TXDLOV´ ZKLFK PHDQs 
degree or grade of excellence (Gitlow et al. 1989).  Quality can be defined 
in many different ways across industries with different orientations. 
Quality is explained in accordance to different perspectives and 
inclination, and also it is subjected to the person defining it, measures 
employed and the background with respect to it has been considered 
(Wicks & Roethlein, 2009). Philip Crosby defined quality as conformance 
to specifications in 1979 (Berry et al., 1985). Gitlow explains Quality as 
the extent to which the customers or users believe the product or service 
can surpass their needs and expectations (Gitlow et al. 1989). Quality has 
been defined as fitness for use, or the extent to which a product 
successfully serves the purposes of consumers (Beverly et al, 2002). 
Gradually over the years quality was started being treated as subjective 
rather than objective. In context to this research quality in terms of 
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product quality as well as service quality have to be given equal 
weightage and importance. Garvin asserts on five different approaches to 
define quality:  
 
x The transcendent approach of philosophy 
x The product based approach of economics 
x The user based approach of marketing 
x The manufacturing based approach 
x The value based approach of operations management.  
 
 Above mentioned approach approach describes the value of different 
ingredients or different attributes that quality should behold. Harvey and 
Green (1993) also develop a set of five definitions namely exception 
related to excellence; perfection related to conformance; the customer 
included in fitness for purpose; value for money and transformation. 
Whether the business unit, consumer or researcher does it, every group 
defines quality with their own inclination and concern. Holbrook and 
Crofman (1985) stated that the theoretical meaning of quality is different 
from its mechanistic or humanistic perspective. Mechanistic quality 
revolves around the objective aspect or a tangible feature of the subject 
whereas humanistic quality considers the subjective reaction of people to 
different objects and thus it is a very realistic view-point (Parasuraman et 
al., 1988). 
 
Quality has always been evaluated on the basis of technical and functional 
aspect. International Organization for Standardization (2004) defined 
TXDOLW\ ³DV WKH GHJUHH to which a set of inherent characteristics fulfills 
UHTXLUHPHQWV´ 6DKQH\ HW DO  GHILQHG TXDOLW\ XVLQJ WZR
viewpoints, first being connected with the attributes of a product /service 
and the other points out towards the production of a product or delivery of 
a service. Sahney, et al., (2004) stated that it is extremely critical to meet 
WKH FXVWRPHU¶V H[SHFWDWLRQV DQG WR VDWLVI\ WKH FXVWRPHU WKURXJK WKHLU
JRRGVVHUYLFHV 7RGD\ FRQVXPHU¶V GHFLVLRQ LV GULYHQ E\ WKH TXDOLW\ RI
product or service including distinct quality features being offered on the 
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platter and an organization must take needful measure to improve critical 
attributes that could result into greater level of satisfaction. 
2.7.1 Product quality  
Quality pertaining to a particular product/service can be perceived and 
evaluated under many forms. Garvin (1984) recommended eight 
GLPHQVLRQV RI SURGXFW TXDOLW\ RQ ZKLFK D SURGXFW¶V TXDOLW\ FDQ EH
assessed and these parameters can also be used strategically to improve 
product quality standards. It would be helpful to understand these eight-
quality GLPHQVLRQ E\ WDNLQJ D SURGXFW DV DQ LQVWDQFH OHW¶V WU\ ZLWK
something as simple as a car. 
x Performance- Primary operating characteristics of a product such as 
x mileage speed and control. 
x Features- various capabilities of the product such as its design and 
safety. 
x Reliability- Probability of the product failing within a specified period 
of time such as engine breakdowns, tire punctures etc. 
x Durability- 0HDVXUHRIDSURGXFW¶VOLIHVXFKDVZRUNLQJOLIH of engine 
and its sub-assembly. 
x Conformance- 'HJUHHWKDWDSURGXFW¶VGHVLJQPDWFKHVHVWDEOLVKHG
standards like; actual performance of the car is same as expected 
during the process of designing. 
x Serviceability- Speed, ease and competency of repair and 
maintenance of the car. 
x Aesthetics- Subjective measure of how a product looks to a 
customer such as its color combination or add on accessories. 
x Perceived quality- Subjective measure of how the car stands up 
against another car of the same class offered by the competition.  
 
Operational and technical standards both have to be considered to 
accurately estimate how customers perceive quality of the 
product/services offered. Wicks & Roethlein, (2009) highlighted that the 
definition of quality is ever evolving, but some kind of mutual context 
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throughout this evolutionary process can be established, which is the need 
of user-based definition and process-based definition. Definition derived 
by considering both, technical and functional, perspectives of quality will 
authenticate the requirements and expectations of customer and 
manufacturer/service provider. Winder (1996) and Chavan (2003) 
described quality, as a concept, is the totality of features and 
characteristics of a product or service that bears on its ability to satisfy 
given needs.  
 
Consumers using particular product/service have different ideas of 
assessing quality of the offering and the level of satisfaction derived plays 
a central role in their assumption of quality of the product/service. 
Empirical studies have proved that customer satisfaction has an evident 
bearing on the rate of customer retention, market share and overall 
profitability (Ronald et al., 1995). According to Dawar et al.1994, the 
scope of product quality assessment can be stretched to consumers need 
WR UHGXFH WKHSHUFHLYHG ULVNRISXUFKDVHFRQVXPHU¶VFDSDFLW\ WRDVVHVV
the quality; complexity of objective quality and level of information 
available. Also, consumers should have all the relevant information 
required pertaining to the quality and features of the product. The positive 
influence of price on quality is consistent with the notion that in absence 
of complete information price is used as signal of quality (Jacobson et al., 
1987). Price is often perceived as the solitary parameter to review quality 
of the product, thus consumers should be made more aware about the 
attributes of the product before the transaction is being executed. 
 
2.7.2 Service quality 
Parasuraman et al., (1985,p.44 GHILQHG ³VHUYLFH TXDOLW\ DV WKH
discrepancy betZHHQ FRQVXPHUV¶ SHUFHSWLRQV RI VHUYLFHV RIIHUHG E\ D
SDUWLFXODUILUPDQGWKHLUH[SHFWDWLRQVDERXWILUPVRIIHULQJVXFKVHUYLFHV´
Services provided are intangible in nature, unlike physical product that 
can be touch and felt, therefore it is challenging to quantify the level of 
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quality offered in terms of providing services. It can be inferred that more 
WKHJDSEHWZHHQFXVWRPHU¶VH[SHFWDWLRQVDQGSHUFHLYHGTXDOLW\ ORZHU LV
the service quality and vice-versa. In this model of service quality, most 
crucial element is expectations of consumers, which is primarily what they 
feel a service provider should offer and these expectations could be 
influenced by personal needs, word-of-mouth, past experiences and 
communication by service providers (Parasuraman et al., 1985).  
The leading objective of Service quality should be focused on meeting the 
FXVWRPHU¶VQHHGVDQGFXVWRPHU¶VH[SHFWDWLRQVVLPXOWDQHRXVO\6HUYLFH LV
provided in accordance to meet the expectations of customers, but human 
nature is complex, dynamic and difficult to predict. We may react 
inconsistently under the same given situation on various occasions, so it is 
not easy to judge the quality of service accurately. Thus, one must clearly 
define the features and attributes of products/services in order to 
comprehend and quantify quality of service levels. In a nutshell, service 
quality is a measure of ascertaining how delivered service level is 
FRPSOLPHQWLQJ FXVWRPHU¶V H[SHFWDWLRQV 7R GHOLYHU TXDOLW\ VHUYLFH RQH
must be abide by the expectations of customers repeatedly.(Lewis and 
Booms 1983). Right from the beginning, Parasuraman et al., (1985 & 
1988) emphasized that the higher level of perceived service quality will 
result in greater customer satisfaction whereas Bolton and Drew in 1991 
VWDWHGWKDW³SHUFHLYHGVHUYLFHTXDOLW\LVDIXQFWLRQRIFRQVXPHU¶VUHVLGXDO
perception of the service quality from the prior period and his/her level of 
GLVVDWLVIDFWLRQ ZLWK WKH FXUUHQW OHYHO RI VHUYLFH SHUIRUPDQFH´
Correspondingly, Cronin et al. in 1992 proposed that satisfaction is a 
distinct construct that mediates prior perceptions of service quality. 
Another noteworthy point highlighted by Parasuraman et al.,(1985) was 
with reference to delivery of service. He insisted that more than the type 
offer of service quality, the fashion in which the service is been offered is 
important. As a consequence, companies must understand the importance 
of the delivery process of services as it reflects the service quality level in 
much broader sense. 
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2.8 SERVQUAL 
SERVQUAL provided a methodology for the assessment and measurement 
of service quality that was developed by Parasuraman, Zeithaml and Berry 
in 1985. It was further and DEVELOPED in Parasuraman et al. in 1985; 
1986; 1988; 1990; 1991a; 1991b; 1993; 1994; Zeithaml et al. 1990; 
1991; 1992; 1993). The main idea behind the development of SERVQUAL 
was to provide an instrument for the measurement of service quality 
across a wide range of services with minor modification. Parasuraman et 
al. (1985) discovered 97 attributes that were found to have an impact on 
service quality. They broke down those 97 attributes of service quality 
features into ten components namely reliability; responsiveness; 
competence; access; courtesy; communication; credibility; security; 
understanding and tangibles. Lehtinen and Lehtinen (1982) defined 
service quality as a 3-dimensional construct consisting of interactive, 
physical and corporate quality dimensions. Gronroos (1984), on the other 
hand, derived service quality with 2 distinct components technical and 
functional quality (Buttle, 1996). Reliability, tangibles and responsiveness 
remained same while forming 5-dimensional construct, but the remaining 
seven components were collapsed into two aggregate dimensions, 
assurance and empathy Parasuraman et al. (1988).The five dimensional 
construct for measuring service quality developed by contained 22 pairs of 
likert-type items. One part of items was designed to evaluate the 
perception of service quality provided by the organization. Other part of 
the item was intended to measure the FRQVXPHU¶V expectation of service 
quality provided by same organization.  
Parasuraman et al. (1988) operationalized service quality as the 
difference between performance perceptions and expected levels of 
service. Beside many criticism and flaws many researchers in order to 
evaluate quality with expectation-perception gap have used SERVQUAL 
method. It is designed to measure the desired level of service from the 
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provider and the existing level of service from same provider. Since 
primarily it was developed for retail and service industry to understand 
how users of their service rate their quality dimensions it has received 
high level of criticism but later on it was used on wide scale of industries 
Curry et al., (2002) to assess the quality of physiotherapy services; Badri 
et al., (2003) to measure the service quality in information technology; 
Negi, (2009) in the telecommunication industry; Akan(1995) in hotel 
industry. SERVQUAL highlights three things, the gap between consumer 
expectation and management perceptions of those expectation will have 
an impact on the consumer evaluation of service quality. The gap between 
management perceptions of consumer expectations and the firm's service 
quality specifications will affect service quality from the consumer's 
viewpoint. The gap between service quality specifications and actual 
service delivery will affect service quality from the consumer's standpoint 
(Parasuraman et al., 1985). 
 
2.8.1Criticisms of SERVQUAL Model (Buttle,1996) 
Theoretical criticisms  
Paradigmatic objections: SERVQUAL is based on a disconfirmation 
paradigm rather than an attitudinal paradigm; and SERVQUAL fails to 
draw on established economic, statistical and psychological theory.  
Gaps model: there is little evidence that customers assess service quality 
in terms of P ± E gaps.  
Process orientation: SERVQUAL focuses on the process of service delivery, 
not the outcomes of the service encounter.  
'LPHQVLRQDOLW\ 6(5948$/¶V ILYH GLPHQVLRQV DUH QRW XQLYHUVDO WKH
number of dimensions comprising service quality is contextualized; items 
do not always load on to the factors which one would a priori expect; and 
there is a high degree of intercorrelation between the five dimensions 
(Reliability, assurance, tangible, empathy and responsiveness. 
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Operational criticisms  
Expectations: the term expectation is polysemic meaning it has different 
definitions; consumers use standards other than expectations to evaluate 
service quality; and SERVQUAL fails to measure absolute service quality 
expectations.  
Item composition: four or five items cannot capture the variability within 
each service quality dimension.  
0RPHQWVRIWUXWK027FXVWRPHUV¶DVVHVVPHQWVRIVHUYLFHTXDOLW\PD\
vary from MOT to MOT.  
Polarity: the reversed polarity of items in the scale causes respondent 
error.  
Scale points: the seven-point Likert scale is flawed.  
Two administrations: two administrations of the instrument (expectations 
and perceptions) cause boredom and confusion.  
Variance extracted: the over SERVQUAL score accounts for a 
disappointing proportion of item variances. 
 
2.9 Research Gap and Research Question 
Product can only sustain in the market if it satisfies its buyer. Services 
need to be designed to support the buyer¶s needs and objectives. This 
derive, NQRZLQJ FXVWRPHUV¶ EXVLQHVV FRQWH[WV QHHGV DQG RSHrational 
conditions (use) is fundamental (Brax, 2005). Therefore the ultimate aim 
of product and service is to achieve customer satisfaction. As servitization 
is a formation of product and service mix so customer satisfaction 
becomes fundamental part of it also. This leads to the point that 
maximum customer satisfaction could only be achieved tin servitization 
strategy by providing highest quality of service. The requirement of 
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customer satisfaction becomes twofold especially in the automobile 
industry, as customer now demands satisfaction from product as well as 
service end. Therefore in order to understand the supply chain and 
logistics approach to provide servitized product in automobile industry, we 
have to first understand the level of service quality achieved through 
servitized products. Therefore the research question that can be posed 
RQ1. What is the perception of service quality delivered with    servitized 
products within automobile industry? 
RQ2. What is the gap between firms actual offering and the perceived 
service quality?  
While valuable in itself, there is clearly an opportunity to understand the 
role of different operational activities and analyze their functional 
capabilities in order to develop more competing and appealing form of 
servitization. In the first research question the experience of service 
quality from the customers point view will be evaluated and discussed 
while in second question the idea is to figure out the existing gap between 
firms offering and the perceived level of service quality. This two question 
will help us to find out the areas in supply chain which are responsible for 
delivering the servitized products 
 
 
 
Chapter 3. Methodology: 
3.1 Introduction 
In this chapter the research methodology used for my dissertation to fill 
the research gap and deliver the solution of proposed research question a 
case study will be conducted on Mahindra & Mahindra Limited (M&M), 
a multinational automobile manufacturing corporation. Methodology 
described as an approach to a problem that may be operationalized into 
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research programme as an operational framework within which the facts 
are placed so that meaning can be seen more clearly (Leedy 2005). The 
descriptive research methodology includes surveys and fact-finding 
enquiries of different kind (Kothari 2004) would be applicable in my 
research, as surveys would be used as a means to collect data. Kothari 
(2004) states that proper methodology is needed in carrying out research 
since it is very more important to know the methods or techniques that 
fits into the research context. 
 
 
3.2 Research Strategy 
Qualitative and quantitative are the two very important strategies used in 
business research. Qualitative research is used to emphasize on the 
holistic analysis and validity of multiple meaning structures whereas 
quantitative research stresses on statistical compartmentalization and the 
criteria of reliability (Burns, 2000).  Research strategy used here is 
quantitative in order to fill the research gap. Through this strategy it 
would be easy to measure and evaluate the service quality level attained 
while delivering servitized products.  
The preliminary result obtained after the analysis of quantitative data 
collected through questionnaire could be used to find out the weakness in 
supply chain in order to provide the servitized products. Since the 
quantitative research can be constructed as a research strategy that 
emphasizes quantification in the collection and analysis of data and that 
entails a deductive approach to the relationship between theory and 
research in which the accent is placed on the testing of theories (Bryman 
& Bell, 2007).  In simple words the theories established from supply chain 
management can be used to bridge the gap between what is being offered 
to what is being received. Thus the gap obtained will help in assessing the 
level of service quality attained while providing servitized products in 
automobile industry. 
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3.3 Research Design 
Research design constitutes the blueprint for the collection, measurement 
and analysis of data (Cooper & Schindler, 2003). It is a type of conceptual 
framework within which the research would be carried out. A research 
design provides a framework for the collection and analysis of data. A 
choice of research design reflects decisions about the priority being given 
to range of dimensions of the research process (Bryman & Bell, 2007). 
Since this particular research tries to find out a gap between the 
perceptions of offered and received service quality therefore a relation 
needs to be established between the two in order to look out for the area 
of improvement.  
A lot of research has already been carried out using SERVQUAL model in 
order to find out the gap between expected and perceived service quality 
in various industries limiting the uniqueness of instrument used in this 
research. But while carrying out this research the established questions 
from SERVQUAL model will be framed in context to automobile industry. A  
single variable will be assigned to each and every question in order to 
make the data collected clear during the analysis.  The questions would be 
framed under 5 dimensions proposed by Parasuraman et al, (1988).  As 
stated in Brymen and Bell (2007) a cross sectional design entails the 
collection of data on more than one case and at a single point in time in 
order to collect a body of quantitative data in connection with two or more 
variables, which are then examined to detect pattern of association. So 
the cross sectional approach would help us compare each and every 
variable enabling us to asses how customers perceive service quality in 
context to automobile industry in a quantitative way. 
 
3.4 Data Collection Method: 
In this particular research the main source of data collection method 
would be through survey. Two different surveys one designed for 
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FROOHFWLQJ FXVWRPHU¶V SHUFHSWLRQV RI SURGXFW DQG VHUYLFH TXDOLW\ RIIHUHG
DQG RWKHU WR HPSOR\HHV RI RXU WDUJHW DXWRPRELOH FRPSDQ\¶V ZRXOG EH
used as our primary source of data collection. Though primary data 
collection method we would be testing and analyzing the SERVQUAL 
model with few changes in the approach and designing the questions. 
Secondary data is available in form of past research and findings through 
journals, published papers and books. Secondary form of data provides 
excellent background information as well as many good leads (Cooper 
&Schindler, 2003). Therefore secondary data will be useful in this 
research in form of collecting background information on SERVQUAL 
model and further good leads could be generated through establishing a 
relation between founded gap and established supply chain theory. The 
questions and response collected is attached in the Appendix1 (Figure 8 & 
9). 
 
 
3.5 Design of questionnaire:-  
SERVQUAL can be adapted or supplemented to fit the characteristics or 
specific research needs of a particular organization (Parasuraman et al., 
1988). The main difference between the method adopted by previous 
researchers and the one adopted in this particular research differs on the 
ground of source of measuring the customer expectation.  As per the 
original research and past practice of other researchers the structured 
questions for perception as well as expectation of service quality was 
designed to collect views of customers or users of that particular service. 
In this research the perception of service quality was collected from users 
only but the questions regarding expectation of service quality was 
targeted for the provider of that service.  The first thing to understand 
behind this particular change is the automotive market of Indian 
subcontinent and its users. It is very essential to understand the general 
attitude of the consumer while evaluating his perception and expectation 
for particular service or product. Going with the word itself the expected 
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level of quality that is desired by Indian users is basically whatever is 
communicated through print or news media and in some cases even 
through other person reference. Therefore the expectation is totally based 
on what is available to others or promised by the provider. In such case it 
can be argued that considering the customer expectation from provider 
side will be somewhat the perception of service provider about his 
offering. Then a point here can be made that if the expectation of 
consumer is based on what service provider has to offer then his 
expectation is based on the capacity and resources of service provider. 
The main logic that can be provided is that consumers can expect the 
level of service quality to the extent to which the provider has resources 
and technology. For instance, if the vehicle provider does not have quality 
of resources, which would guarantee 100% reliable car it is baseless for 
the customers to expect fully reliable car. Now if the competitor side is 
also taken into consideration that is his capacity and resource then 
considering the case company as a sample will become baseless because 
the question regarding expectation of consumer that is evaluated here is 
for one company not bunch of organizations operating in automotive 
sector. Another argument that can be stated that the perception of 
consumers is evaluated for the vehicle that he uses or the service he 
avails from the service provider. To understand more clearly the logic 
used was stated in parasuraman et al.(1988) original research itself that 
the term expectation used in the service quality literature differs from the 
way it is used in customer satisfaction literature. Since in context to our 
research the delivery of a service component as an added value while 
providing product is carried out in form of servitization only to achieve 
maximum customer satisfaction. Therefore it is very important to 
understand how perception and expectation are related to satisfaction.   
So considering the satisfaction literature according to which expectations 
are predictions made by consumers about what is likely to happen during 
an impending transaction or exchange (Parasuraman et al., 1988). So it is 
more logical to get the prediction of what is likely to happen from the 
provider itself rather than the user as service provider has designed his 
product and service delivery whereas prediction of consumer is based 
upon what is available online or what he has heard from others. It is true 
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that such argument is applicable only in context to Indian automobile 
industry. Another argument that can be stated here is that in service 
quality literature expectations are viewed as desires or want of customers 
i.e. what they feel a service provider should offer rather than would offer 
(Parasuraman et al., 1988).  
One way of making it more clear is that when the expected service quality 
is a sort of prediction done by customers whose knowledge level cant be 
brought under one level, therefore in my opinion its more logical to say 
that prediction should be based upon maximum knowledge available in 
order to make it more accurate. The organization or firm that is providing 
the service can predict better of what they can provide customers. One 
point to be noted here is that in tRGD\¶VVFHQDULRDOPRVWHDFKDQGHYHU\
organization designs and develops its product and service according to its 
customer requirement. Since now customers requirement have already 
been used no point in asking again that what they expect. The next step 
should be in understanding to what level the provider was able to 
WUDQVODWH FXVWRPHU¶V UHTXLUHPHQW RU QHHGV LQ KLV SURGXFW RU VHUYLFH 6R
the expected quality question that will be targeted towards the provider 
will bring out the information about the level of integration of customer 
requirements into providing particular service or product. Therefore the 
gap between, what organizations are providing and what customer is 
receiving will picture the level of service quality much better.  
 
3.6 Selection Of sample: -  (Type of respondents) 
To conduct the survey 50 consumers of Mahindra and Mahindra were 
selected out of which 40 provided their opinion based upon their 
perception of service and product quality. In order to collect wide variety 
and opinion 20 automobile engineers who were using Mahindra vehicles 
were contacted. Another 20 respondents were contacted through dealers 
and service centers of Mahindra. 
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3.7 Data Analysis Method: - 
In order to carry out the quantitative research, EXCEL spreadsheet will be 
used to carry out the quantitative analysis of the data collected. In both 
the part of the survey question each and every question will be assigned 
variables as per the dimension they belong. The expected and perceived 
quality questions and their response would be assigned the variable E and 
P respectively. So for example the answer recorded for first question 
under category tangibles will become TE1 for expected quality and TP1 for 
perceived quality. Similarly opinion recorded for each and every question 
will be coded in form of variables as per their dimension. In my opinion 
the primary motive of the consumer is product in the automobile industry. 
A separate dimension of product was added into the quality dimensions in 
order to evaluate the technical quality of the product. This dimension was 
added on the basis of Gronroos, (1982) that technical quality dimension 
should be used in measuring the service quality. 
 
 
4. Findings, Analysis and Discussion 
 
4.1 Introduction 
As questions framed in the original model of SERVQUAL, each of its 5 
dimensions was divided into four questions and customer opinion was 
recorded. The one extra functional dimension in form of performance 
characteristics was used to measure the technical quality of the product. 
Each question was modified in context to automobile industry. Expectation 
and perception of the consumers were measured on a 5- point scale in 
which score of 5 signifies strongly agree and score of 1 relates to strongly 
disagree. The SERVQUAL dimensions are coded in form of variables in 
order to make the analysis of data easy. 
 
 
4.2 Findings 
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Data collected 
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4.3 Analysis 
 
4.3.1 Tangibles:  
 
The framed question (Appendix 2) targeted towards the provider was to 
know that, does it uses latest technology to provide its service and 
product. The employees response recorded had a mean of 4.37 on the 
scale of 5-1 with standard deviation of 0.52. The obtained value suggests 
that mahindra uses latest of technology in its process to provide service 
and product. The opinion collected from consumers had a mean of 3.95 
with standard deviation of 0.78. Although there is not much difference but 
Perceived- 
Expected Mean Mean 
Gap 
Score 
Avg. Gap 
Score 
TP1-TE1 3.95 4.375 -0.425   
TP2-TE2 3.575 3.75 -0.175   
TP3-TE3 3.425 3.875 -0.45   
TP4-TE4 3.625 4.5 -0.875 -0.48125 
RYP1-RYE1 3.275 4.125 -0.85   
RYP2-RYE2 3.5 4 -0.5   
RYP3-RYE3 3.2 3.875 -0.675   
RYP4-RYE4 2.65 4.625 -1.975 -1 
RSP1-RSE1 3.225 4 -0.775   
RSP2-RSE2 3.325 3.875 -0.55   
RSP3-RSE3 3.45 4.125 -0.675   
RSP4-RSE4 3.225 3.5 -0.275 -0.56875 
EP1-EE1 3.65 4.375 -0.725   
EP2-EE2 3.05 3.75 -0.7   
EP3-EE3 3.1 4.375 -1.275   
EP4-EE4 3.675 4.125 -0.45 -0.7875 
AP1-AE1 3.225 3.875 -0.65   
AP2-AE2 3.7 3.75 -0.05   
AP3-AE3 3.55 3.625 -0.075   
AP4-AE4 3.525 4.125 -0.6 -0.34375 
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it still shows significant gap between what consumers can expect and 
what it really receives from the provider. It can be due to wide range of 
problem such as machineries installed are not always working or the 
service provider not in the level of the competitors. The second question 
in this dimension was to know that whether the service provider gives 
proper emphasis on neatness in terms of clothing and appearance. The 
views collected had a mean of 3.75 with standard deviation of 1.07 
showing that there are few areas, which needs to addressed. Around 50% 
of respondents from the consumer section agree to the fact that the 
service provider pays necessary attention in terms of employee 
appearance. Consumer opinion had a mean of 3.57 and standard 
deviation of 0.96 revealing the fact that there are locations where the 
working personnel do not follow the rules and guidelines provided by the 
service provider in terms of clothing and appearance. 
 
In the tangible dimension the third question was to assess the quality of 
material used to provide service and product. The views collected from 
consumers shows that there is not unanimity on any particular opinion 
although 50% of respondents agree on the fact that material used to 
provide Service and product are of high quality. The response collected 
had a mean of 3.42 with standard deviation of 1.17 whereas the response 
collected from managers of service provider had a mean of 3.87 and 
standard deviation of 1.12. It means that the employees too along with 
customers share the view that there is a need of increasing the quality of 
the materials used in providing product and service. In the last question 
of this dimension employees were asked that whether the physical and 
virtual presence fits their organizations brand name. The collective data 
had a mean of 4.5 with standard deviation 0.53 which implies that 
mahindra puts good amount of effort to maintain its virtual and physical 
presence in order to reach oXW WR PD[LPXP FXVWRPHUV &RQVXPHU¶V
response that has a mean 3.62 with standard deviation 0.87 implies that 
physical and online presence of the service provider is not able to meet 
FXVWRPHU¶VUHTXLUHPHQWDQGVRWKH\GRQ¶WILQGLWDSSHDOLQJ7KHUHLVKXJH
gap between the offering of service provider and the consumer 
perception. Since the high mean value signifies that mahindra puts 
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considerable amount of effort to be more appealing but the lower value of 
consumer perception shows that those efforts are not in right direction. 
 
4.3.2 Reliability:   
 
In order to test the reliability (Appendix 2)of the product and service 
offered by mahindra the first question was framed with the intend to test 
whether it delivers what it promises to the customer. The opinion 
collected from the employees had a mean of 4.12 with standard deviation 
of 0.99 implying that mahindra delivers its service and product as per the 
specified standards. On the other hand as per consumers opinion the 
delivery of product and service is not as per promised standards. The 
collected response from consumers had a mean of 3.27 with standard 
deviation of 1.22 due to the fact that around 32% of respondents belief 
that the service provider does not delivers the type of product or service it 
promises to its customer. The wide gap between the opinion of user and 
provider is because of the actual experience of product and service is far 
below than what provider promises through communication media. The 
second question in this dimension was to know that whether the system 
and process in mahindra is robust and reliable enough to offer solid and 
stable product along with the service. Response collected from employees 
had a mean of 4 with standard deviation of 0.92 while the collective 
response of consumers had a mean 3.5 with standard deviation of 1.11. 
This range of gap shows that the system and process of the provider is 
robust enough to meet the consumer requirements but needs further 
development in order to make their overall experience more satisfying. 
The third question was designed the test the similarity of service delivered 
through all channels. The response collected from the employees of 
service provider had a mean of 3.87 with standard deviation 0.99 showing 
that mahindra accepts the fact the type of service it provides is not similar 
HYHU\ WLPH ,Q FRQWH[W WR FRQVXPHU¶V RSLQLRQ PRUH WKDQ  RI
respondents reported that the type of service they receive differs from 
time to time and channel to channel. The opinion collected had a mean 
3.2 with standard deviation of 1.04, which suggests that consumer does 
not receives similar type of service for the complete lifecycle of the 
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product. The last question of this dimension was framed in order to test 
whether the service offered is error-free all the time. In context to service 
provider the opinion is unanimous with mean of 4.62 and standard 
deviation 0.52, which states that its service offering is error free. But in 
reality around 50% of respondents think that the service they receive 
from mahindra is accompanied with some or the other kind of error. Very 
low mean of 2.65 with standard deviation of 1.22 brought the actual 
picture of inaccurate service offering from mahindra. The opinion of 25% 
respondents who are convinced with the fact, that the service they receive 
is error free all the time because they have not been using the product 
from very long. It was observed that type of service offered deteriorates 
drastically in the later stage of product lifecycle. 
 
 
  
4.3.3 Responsiveness. 
 
To get the idea of responsiveness (Appendix 2) of service provided by 
mahindra the first question was framed to understand that whether the 
service offered is prompt and easy to access. The employees of mahindra 
fully support the fact that the service offered is immediate and easily 
accessible. The response collected had a mean of 4 with standard 
deviation of 0. On the other hand the response collected from consumer 
had mean of 3.2 with standard deviation of 0.97. This gap between the 
offering and the perception reveals the lack of proper system to analyze 
the issue, usually in context to automobiles lot of time is consumed in 
order to understand the specific problem due to technicalities involve in it. 
The reason why the service offered is not easily accessible because of the 
poor distribution of technology and related products over whole service 
network. The second question tries to address the issue of waiting time of 
product as well as service. The response collected from employees with 
mean of 3.87 and standard deviation of 1.12 reveals the fact that the 
service offering of mahindra is designed in such a way that the problem of 
waiting time could be addressed. The opinion collected from the users had 
a mean of 3.32 with standard deviation of 1.25 suggesting that problem 
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of high waiting time is not universal. Although major portion of the 
opinion was in the view that waiting time to address their issues was 
considerable low but still few of the respondents disagreed in that regard. 
This leads to the conclusion that the perception of few user who find the 
waiting time high could be due to nature of demand they have from the 
service provider.  
 
The next question in this dimension was whether the staff is always willing 
and able to help customers. The response collected from the employees 
shows that the staff is always willing to help customers. The mean of the 
collected response was found to be 4.12 with standard deviation of 0.35 
whereas the response collected from consumers had a mean of 3.45 with 
standard deviation of 1.11. The significant gap shows that users always do 
not get the level of response they desire from the service provider, though 
65% of respondents agree to the fact that the staff is always willing and is 
able to help customers with their problems. The last question in this 
dimension is to know that whether mahindra is able to recover service 
failure quickly and effectively. Around 25% of total employees approached 
for their opinion, agree on the fact that they are not able to recover 
service failures immediately and smoothly. The mean of the response 
collected from employees is 3.5 with standard deviation of 1.07 and the 
collective response of consumers had a mean of 3.2 with standard 
deviation of 1.02. The gap between the opinions of both the sides is less 
but it also shows the low level of attention that service provider gives to 
attend the service failure. 
 
 
 
 
 
 
4.3.4 Empathy: 
 
In order to evaluate the type of attention that mahindra provides to its 
customer (Appendix 2) the first question framed was that whether 
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mahindra develops good relationship with its customers. The employees 
hold the belief that they establish good relationship with the customers 
implying that users can expect good relationship from service provider. 
The collected response from employees had a mean 4.37 with standard 
deviation 0.52. On the other hand the response collected from consumers 
showed a mean of 3.65 with standard deviation of 0.83 that shows that 
consumers are not satisfied with type of relationship they have with 
VHUYLFH SURYLGHU 7KLV KXJH JDS EHWZHHQ FRQVXPHU¶V H[SHFWDWLRQ DQG
perception shows the level of importance mahindra gives to maintain good 
relationship with customer. The motive of second question is to know that 
if mahindra is able to provide individual attention to its customers. The 
collective response of the consumers with the mean of 3.05 along with 
standard deviation of 1.12 reveals the fact that users are not able to get 
individual attention from the service provider when they face certain 
problem. The response collected from employees had a mean of 3.75 with 
standard deviation of 0.89. The gap between the both the opinion could 
be due to lack of adequate resources in form of machinery or staff which 
are primary ingredient of providing individual attention to the customers 
in automobile industry. The next question in this dimension was to judge 
ZKHWKHUPDKLQGUDKDVFXVWRPHU¶VEHVW LQWHUHVWDWKHDUWDQG LWJHQXLQHO\
FDUHDERXWLWVFXVWRPHU¶VQHHGDQd requirement. Although with the mean 
of 4.37 along with standard distribution of 0.52 the employees of 
mahindra can argue the fact that their organization genuinely care about 
its customers but consumers have totally different perception with mean 
of 3.10 and standard distribution of 1.13. This gap reveals the fact that 
main motive of the service provider is to attain maximum transaction not 
the satisfaction. The last question in this dimension is to evaluate the level 
of integration that mahindra holds in order to see things IURPFXVWRPHU¶V
point of view. The response collected from the employees had a mean of 
4.12 with standard deviation of 1.12 while the response collected from the 
consumer had a mean of 3.67 with standard deviation of 0.92. This gap 
shows that integration of customer requirement is not well rooted within 
PDKLQGUD¶V SURFHVV DQG V\VWHP WKDW FRXOG SURYLGH LW ZLWK WKH DELOLW\ RI
XQGHUVWDQGLQJWKLQJVIURPFXVWRPHU¶VSRLQWRIYLHZ 
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4.3.5 Assurance 
 
The assurance dimension (Appendix2) of the service quality evaluates the 
level of knowledge and ability through which staff inspires trust and 
confidence into the customer. The first question in the dimension was 
intended to know that whether the staff has skills and knowledge to 
deliver superior service across all channels. The opinion collected from the 
employees had a mean of 3.875 with standard deviation of 0.99 signifying 
that staff has enough knowledge and skills to deliver the specified 
standard of service. On the other consumers do not find the staff of the 
service provider skilled enough to deliver quality service as the opinion 
collected from consumers had a mean of 3.22 with standard deviation of 
1.10. The gap shows that the staff needs to be regularly updated with 
their skills and knowledge.  
 
The second question in this dimension was to know that whether the 
customers have instilled confidence in the service provider. The collective 
response from customers had a mean of 3.70 with standard deviation of 
0.88 which shows that customers of mahindra belief in the organization. 
The response collected from employees had a mean of 3.75 with standard 
deviation of 1.16, which resembles similar opinion as users that the 
service provider inspires confidence into the customer. The purpose of the 
third question is to check that whether the service provider is trustworthy 
in his dealing. The opinion collected from employees had a mean of 3.62 
with standard deviation of 0.74 that implies that the service provider is 
trustworthy in his dealing and consumers also agree on the opinion. More 
than 60% of consumer respondents have a perception that service 
provider is trustworthy in his dealings with mean of 3.55 and standard 
deviation of 0.71. The last question is framed to get the idea that whether 
the delivery of service and product is safe and secure. The employees of 
mahindra unanimously support the opinion that delivery of its product and 
service is safe and secure. The response collected from employees had a 
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mean of 4.12 with standard deviation of 0.35 while the response collected 
from consumers had a mean of 3.52 with standard deviation of 0.78. The 
visible gap between the expectation and perception is due to the fact that 
consumers do not feel safe in their transaction with service provider. 
 
4.3.6 Product Performance: 
 
In order to test the technical and functional quality of the product this 
additional dimension was added. In order to measure the technical or 
functional quality of the product the first question was to get the 
experience of user in terms of seating area and comfort. The response 
collected showed that on a scale 5 the product features were more than 
3.5 signifying that perceptions of users were almost equal to their 
expectation. Consumers were more satisfied with product they were using 
than the service. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Mean Std. Dev 
P1 3.9 0.81019 
P2 3.71053 0.76786 
P3 3.925 0.91672 
P4 3.6 0.7779 
P5 3.525 0.90547 
 41 
4.2 Discussion: 
The direct questions related to elements of SERVQUAL were asked from 
Mahindra employees. The questions and answers recorded are attached in 
Appendix  
Parasuraman et al.,(1985) stated that higher the difference between the 
perception and expectation score higher is the perceived service quality. 
In this context the gap score between perception and expectation was 
calculated from the opinion collected from consumers and employees. In 
general it was observed that there is significant gap between perception 
and expectation of almost each dimension. Service quality dimensions of 
reliability (-1) and empathy (-0.7875) have larger mean gap while 
tangibles (-0.48125), responsiveness (-0.56875) and assurance (-
0.34375) have lower level of mean gap. Although all dimensions show 
that the perception of service quality is lower than the expected level in 
the automobile industry but two of them need more improvement in order 
to increase the customer satisfaction 
 
In context to reliability dimension (Appendix1) the managers from 
mahindra stated that robust in house validation of supplier based 
components is carried out in order to ensure reliability to its product. The 
process design of service delivery is well structured and tested. Research 
development link which contributes for front loading of design changes in 
early product development stage ensures fewer design changes after 
design freeze and early prediction of field failures leading to better RWUP 
(real world usage profile) mapping. So R&D department of mahindra 
performs various test and procedures in order to ensure the reliability of 
their product and service. Another manager states that Mahindra's core 
DNA is robust and rugged. The entire products are designed and 
developed keeping DNA in mind. In terms of service quality he said that 
from year 2002 the company provides the spare parts for mahindra 
automobiles, farm equipment trucks and three-wheelers in domestic as 
well as in overseas market. A senior manger gave his view by providing us 
the information that mahindra started out by just a JEEP assembling 
company but now it has became a 11 billion dollar company. Product 
reliability at the customer end is the most important realization by the 
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company. Mahindra has set up two separate R&D facilities for 4 wheeler 
and 2 wheeler automotives. This shows the seriousness towards product 
quality. Right from the inception of any project special attention is given 
to timely delivery of product at various quality gateways. All the processes 
are monitored and recorded. In terms of service quality, company 
monitors the service history of all its products on monthly basis and 
narrows down to the problem area, which is addressed on high priority by 
the research team. Apart from this weekly-unbiased survey and reviews 
are taken from the product owners as well as from general public about 
their perception about the product and service.  
 
The above opinions are in line with the response collected from survey 
that mahindra uses robust process and system in order to deliver 
reliability to its product and service. But the service quality gap is 
occurring due to reason that use of such process is not similar over the 
complete product lifecycle. It can be clearly seen that maximum focus is 
given on ensuring the reliability of the product rather than service. The 
companies in automotive sector have to understand that providing error 
free service is equally important as providing the defect free product. The 
type of service accompanied by product is directly responsible for the 
perception of its users. It is to be noted that product delivery is one time 
transaction and it does not guarantee customer retention whereas the 
delivery of service continues over a long period of time and if the 
customer is satisfied with the quality of service offered then it will surely 
provide an opportunity of future transaction.  
Now coming to next bigger factor which is responsible for low level of 
service quality while offering servitization by mahindra. In context to 
empathy the manager stated that jury trials are conducted in which the 
selected group of people review products before start of production. 
Identification of customer demands begins from the business excellence 
and marketing department identifying current trends. Extensive bench 
marking process is adopted to understand FRPSHWLWRU¶V product 
advantages and implementing those into the products. In similar context 
the information shared was that there are many customer centric 
initiatives for customers to get involved. With more than 36,000 active 
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parts distributed by around 800 vendors through the hub and spoke 
model the companies meets the demand of consumers with reduced time. 
 
Through collected response from consumers it is very clear mahindra does 
puts necessary efforts to understand consumer demands and 
requirements but the low satisfaction rate signifies that information 
collected should be shared with each department so that those 
requirements could be translated fully into the design of service delivery. 
A parallel system to evaluate the service quality should be incorporated 
into process so that information regarding consumer requirement in terms 
of service could be gathered and the needful improvement could be 
carried out. 
 
In order to bridge the gap between and perceived and expected tangible 
(Appendix1) dimension the manager stated that SOP (standard operating 
procedure) are adopted for each services.  He further added that 
mahindra has recently began adding value to its major business by 
managing their logistics and distribution services with fully IT enabled 
business model ensuring safety, visibility and excellent on time 
performance. Another manager said that a well structured design 
validation process and a constructive design failure mode analysis enables 
the designers to predict problems in processes in product development, 
manufacturing and assembly lines. This stream lines the product delivery 
process, which results in on time product delivery to the customer. A lot 
of considerable effort to maintain the brand name and physical presence 
FDQ EH VHHQ LQ FDVH RI PDKLQGUD¶V VWUDWHJ\ WR HQVXUH WDQJLELOLW\ WR LWV
service quality. But no measures or course of action as per current 
strategy ensures that the quality of material used could become much 
more better.  
 
In context to responsiveness (Appendix1) one of manager states that due 
to increasing competitive business topography mahindra takes care of the 
entire transportation and logistics so that delivery of product could be 
carried out precisely and timely. In mahindra there is a well-structured 
service to product development process that enables quick 
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troubleshooting of field concerns that are documented to be incorporated 
into product development in the future. All the service centers are 
equipped with latest technology to provide world-class service to 
customer. Every problem is monitored and recorded with detailed 
explanation of the problem. And a time period is allotted to resolve the 
issue, which is also recorded. All these parameters are reviewed on 
weekly basis to understand the service delivery system. Inspite of such 
strategy in place the responsiveness of the service delivered is not up to 
the expected level. The failure of the service is not recovered quickly and 
effectively. The problems and issues, which are monitored and recorded, 
should be used as a method to decrease future failures so that staff could 
provide prompt and easy accessible service. 
 
In order to understand expected level of service quality (Appendix1) more 
clearly customers were targeted with the direct question that what are 
their expectations from the service quality. The question resulted in 
revealing few of the key issues faced by the customer. The service 
delivered to them should be be fast, accurate and spare parts should be 
given at reasonable price. Mahindra vehicles lack in space and ride 
quality, the driver posture needs improvement, they stick to the basics 
that¶V good but the comfort of the driver and passenger should be taken 
into consideration. The service network is poor but they have a good parts 
network. Mahindra vehicles need not to be sent to service stations there 
are lot of local workshops who have to be approached in order to resolve 
urgent issues. There should be less waiting time for the customers in 
service. Mahindra as a brand has shown lot of promise and hence 
expected standard of service should be collected regularly. Flexible store 
hours, skilled and cooperative service personnel and superior quality of 
products are the common expectations. Reliable and trustworthy service 
provider with a reputation for providing prompt service is all that is 
required. Service charges, customer-friendliness, and appearance of the 
service station or service provider are added incentives. Good Cost-cutting 
options have taken a toll over the life expectancy of certain parts. Things 
could be better if it gives a better mileage and same service in every part 
of the country, which will make it a value product. One of the respondents 
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stated that service personnel most of the times are trained only to 
respond to us properly so that the customers are always pleased, but 
technically most times they are not able to understand the problem at 
first place and above that they pretend and promise us that they will 
rectify it by the time line mentioned. Consumers wanted that online 
integration and informative service regarding service should be 
encouraged to provide customers precise and accurate service of their 
vehicles in appropriate time .One respondent told that service manager 
never tells the exact date of repairing the damage in the vehicle and is 
never able to provide the information regarding the availability date of 
part which needs to get changed. If some of the faults are managed 
properly then the overall response is good. Design should be improved 
and it should concentrate on individual problems the car night have 
instead of the general ones they think the car has. However, there are still 
a couple of electronic issues faced by one respondent although it has not 
yet broken down since last one year.  Mahindra service quality is still to be 
experienced but the delivery was really shabby and un-customer friendly 
attitude of "we are giving you something, if you want it take it, we dont 
care if you GRQ¶W" was reported by one consumer. 
 
 
Overall, the approach of Mahindra is considerably good in terms of 
providing service quality. With three of the five dimensions showing very 
low average gap scores, the supply chain approach of mahindra is on right 
path to achieve maximum customer satisfaction. Although a considerable 
amount of effort would be needed to bridge the gap between service 
offering and its perception.  
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Chapter 5 Conclusion 
 
Since supply chain management of servitized products involves the 
management of different process therefore proper system and process 
needs to be created and managed separately for the service delivery.  
 
The information regarding customer requirements should be provided to 
each and every department so that they can design their process and 
strategy accordingly. Incorporation of consumer demand into every 
department of the organization will serve the primary objective of 
servitization to achieve maximum customer satisfaction. 
 
The supply chain of the organization should ensure equal distribution of 
resource and technology across all channels of service network 
 
The overall perception of service quality offered in automobile industry 
while providing servitized products is on positive side. If we compare 
different industry average score gap obtained in the past research with 
that obtained here in automobile industry on similar dimension it can be 
clearly observed that automobile industry is doing pretty well in terms of 
servitized products. Although the fact FDQ¶W be denied that there are few 
areas that needs development in order to achieve better customer 
satisfaction. The difference obtained between perception and actual 
offering is at moderate stage and the gap can only be filled through 
proper distribution of resource across all service channels over complete 
product lifecycle.  
 
Different nodes in the existing supply chain of the company need to be 
integrated more. The information flow within the supply chain network of 
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the service end should be integrated with product supply chain. 
 
 
Limitations and future Research. 
The changes brought in the original SERVQUAL model are only related to 
Indian automobile industry. Due to relatively less number of respondents 
the data gathered and the analysis obtained cannot provide the exact 
situation rather an overview was obtained. The modified method also 
limits the scope of research further 
In this particular research the future use is that it can be further 
operationalized to evaluate the service quality level in automotive 
industry. In order to evaluate the proper service quality gap perception of  
service provider about his offering along with expectation of service 
quality and perception of service quality from the consumer side should be 
taken in to consideration to evaluate the service quality gap. 
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